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Abstract
Corporate Social Responsibility is the business management concept, according to which companies are not only profit-oriented 
but also take into account social and ecological interests. The main objective of the paper is the analysis of the essence of 
Corporate Social Responsibility as a source of competitive advantage, on the example of the selected company. In the paper, 
there are presented the basic assumptions of the concept of Corporate Social Responsibility and there has been analyzed its 
impact  on the effectiveness of operation and the results achieved by the selected company. 
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Introduction
Nowadays, enterprises take any steps to maintain a stable position on the market. Their main objectives are not 
only production and distribution of products and services satisfying clients’ needs but also long-term establishment 
of relationships with clients. To arouse interest of a wide range of stakeholders, enterprises have begun to pay 
attention to the needs of societies and problems connected with the natural environment. The orientation towards not 
only profit but also social development, promoting healthy lifestyle and taking voluntary actions for the benefit of 
the environmental protection is known as social responsibility.
Corporate Social Responsibility is the business management concept, according to which enterprises run 
an activity, taking into account not only their own profits but also social and ecological interests in their 
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environment. According to the author of the paper, the basic assumption of Corporate Social Responsibility as the 
management concept, is the conviction that it should be oriented towards not only its own profits but it also should 
take into consideration social interests and, simultaneously, bring about an increase in the value of the company. The 
main objective of the paper is to analyze the essence of Corporate Social Responsibility as the possible source of 
competitive advantage and innovation on the example of the selected company.
In the paper there are briefly presented the theoretical assumptions of the essence of Corporate Social 
Responsibility, followed by the analysis of its possible impact on the performance of the selected company. There is 
indicated some basic information on the selected Company, with special consideration of the examples of initiatives 
in the area of Corporate Social Responsibility introduced by the enterprise. There is also made a comparison of the 
number of clients visiting one of the stores of the selected company and the amount of takings of that store in the 
selected month of 2013 and 2014.
1. The essence of the concept of Corporate Social Responsibility
The analysis of the literature in the field of Corporate Social Responsibility, undoubtedly, indicates the essence of 
this concept, being deeply rooted in broadly understood, intensely progressive relationships with stakeholders in the 
area of management of business entities (Lee, Park, Rapert & Newman, 2012). Building sustainable and positive 
relationships with all the interested parties, connected with management of economic activities, constitutes the 
starting point for running a business ethically and paying attention to the social and ecological environment (Du, 
Bhattacharya & Sen, 2010). Corporate Social Responsibility is not only legal or economic responsibility, borne by 
an enterprise, but also the involvement in activities due to which social wealth is protected and duplicated as the 
value serving the improvement in the quality of life of its clients, employees and shareholders (Deng, Kang & Low, 
2013).
Corporate Social Responsibility is defined on the basis of the law of the European Union as a concept according 
to which enterprises voluntarily take into consideration social and ecological aspects in their commercial activities 
and in relationships with stakeholders (Green Paper, 2010).
According to, among others, Baranowska-Prokop  =DSáDWD DQG .DĨPLHUF]DN  /LQGJUHHQ DQG
Swaen (2010), Pisz and Rojek-Nowosielska (2009), Corporate Social Responsibility is a way of conducting business 
activities orientated towards investments in human resources, relationships with the surroundings and the natural 
environment.
Carroll and Buchholtz (2014) indicate four levels of Corporate Social Responsibility in business, namely: 
x economic level, referring to sustainable development, carrying out due policy of the division of earned profits; 
x legal level, referring to compliance with legal requirements, providing products compliant with regulations; 
x ethical level, referring to the ethical consistency of an enterprise, activities compliant with social expectations;
x philanthropic level, referring to charities, supporting art and education, improving the quality of social life.
The above four categories of responsibility have been identified by the authors on account of the degree of social 
expectations based on Maslow’s hierarchy (pyramid) of needs. At two levels of the base of the pyramid there are: 
economic responsibility, which means the necessity to develop the revenue providing at least the survival of the
company, and legal responsibility, amounting to the necessity of compliance with legal regulations. Above, there is 
ethical responsibility, understood as fair and decent actions. On the other hand, at the top of the pyramid there are 
philanthropic activities, resulting exclusively from the decisions of the company, which is not imposed, required or 
imposed legally. 
Responsible business is the strategic and long-term approach, orientated towards searching for solutions which 
are maximally beneficial both for the company and the environment. According to Cheng, Ioannou and  Serafeim
(2014), Kuraszko (2010), Rettab,  Brik and Mellahi (2009), Corporate Social Responsibility constitutes the process
of learning and including the changing social expectations in the management strategy, and also monitoring the 
impact of such a decision on the market competitiveness (Romanowska, 2009). It is searching for dynamic balance 
between the interests of all the interested parties, in compliance with the law and socially accepted ethical standards 
(Cannon, 2012). CSR has both strategic and dynamic nature and is based on constant improvement and 
collaboration with all stakeholders.
According to Bernatt (2009), Nowakowska-Grunt and *UDELĔVND (2014), Waddock and Graves (1997), the basis 
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for the concept of Corporate Social Responsibility is the conviction that it should bring about an increase in the 
value of the company and creating a common value. Corporate Social Responsibility may become the source of 
competitive advantage and innovation, not only amount to incurring unnecessary costs ĝOXVDUF]\N& +HUEXĞ
2012). It may also become a strategy, social progress, since enterprises invest their resources, time, innovation and 
abilities to provide benefits for the society (Nogalski & Klisz, 2011). 
For the purposes of the present paper and complex understanding the idea of CSR, it seems necessary to look at 
the issue, among others, from the point of view of the approaches to this problem, listed above. The consideration of 
the approaches to management sciences, understanding the issue as an investment increasing the value of the 
company, leading to development of positive relationships with stakeholders and building competitive advantage of 
the company on the market seem to be particularly relevant in defining the concept.
2. The basic information on the selected company
The analyzed company was founded in the Polish city of 3U]HP\ĞO LQ by four co-owners (The internal 
materials of the company, 2014). In the early years of its activity, the company operated as a wholesale distributor of 
Italian footwear. In 1996 the first company shoe showroom was opened. In 1998 the ownership structure changed 
when one of the partners became the only owner of the company and changed its policy and operation strategy. 
From that moment it focused on the development of the prestigious model brand and opening  shoe showrooms in 
the best-known places in Poland. In 2000 the flagship company showroom was set up in Centrum Handlowe
Mokotów (Mokotów Shopping Center) in Warsaw (Poland). Every year, from 2005, the company won the title of 
Business Gazelle, the award confirming that the company belongs to an elite group of enterprises which are 
developing rapidly. In 2006, the largest showroom, of the total area of 180 m2 opened in Galeria Handlowa Silesia 
City Center in Katowice (Poland). The year of 2008 was a breakthrough for the company since, for the first time, it 
had taken part in the prestigious fashion show of the Polish designers – Paprocki & Brzozowski brand. In 2010 the 
company established the cooperation with a fashion stylist, whereas a month later, the company appeared at Warsaw 
Fashion Week. In March 2012 the 40th showroom was set up in Poland, LQ&HQWUXP+DQGORZH=áRWH7DUDV\=áRWH
Tarasy Shopping Center) in Warsaw (Poland). On the other hand, in November 2013 there was another 
breakthrough for the company – the first foreign showroom opened in Bucharest.
Through all the years of its business activity, the company has always made attempts to be ahead of its 
competitors. At the same time, it has invested in the development of the machine park, implementation of new 
technologies and innovation, staff training, both in the field of customer service and products, and opening new 
showrooms and modernizing their looks. To coordinate all the processes in the company, the firm has invested in 
the IT system - ERP, supporting the work of all the company departments, from the production department to the 
departments of finance and logistics. The company has also invested in CRM (Customer Relationship Management) 
system, supporting the area of management of relationships with clients.
3. Examples of Corporate Social Responsibility in the selected company
The analyzed company has achieved a great success since it was established in 1990. It is noticeable both in the 
number of showrooms which, year by year, is increasing and the amount and diversity of the obtained distinctions 
and awards. The company enjoys its success while sharing it with others. At the same time, it supports many 
facilities, charities and social initiatives.
Szlachetna Paczka (a charity project) is the first of the actions of direct aid supported by the company. In 2011 
the company spent 57 000 PLN for this purpose, at the same time, helping 14 families by preparing charity packages 
for them. In 2012 the support amounted to as much as 88 000 PLN and providing help for 17 families. A year later 
the amount of help exceeded 107 105 PLN and went to 21 families.
The company also supports children. As early as since 2007 it has regularly donated Polish National Committee 
UNICEF. UNICEF is one of the largest humanitarian and development organizations operating for the benefit of 
children. The company gets involved both in the support for the development of children, i.e. the access to education 
of both girls and boys, provides preventive vaccinations and aid in situations of humanitarian disasters. 
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The company also supports many local facilities, which include, among others, children’s homes, educational 
care facilities or Home of Hope in Zambia, for which the company provided necessities and school supplies. 
The company also supports local schools and kindergartens. The company funded scientific scholarships for 
students with the best academic results and technical help in the form of computers and language courses. The 
students of primary schools and kindergartens may count on scholarships for learning modern languages. 
4. The analysis of the impact of Corporate Social Responsibility on the effectiveness of the operation of the 
selected company
At times of constantly developing competition, the company makes an attempt to attract the largest possible 
number of clients. It implements its priorities not only by improving the quality of products and services, 
promotions for clients or introducing the limited collections of products but also by taking into account social 
aspects in its commercial activities and relationships with stakeholders. Such an activity brings about that the 
customers trust the company, which does not focus its attention mainly on increasing profits but also it helps those 
in need. It is socially responsible not only by meeting legal and economic expectations but also by exceeding them, 
by investments in human resources, concern for local communities and relationships with stakeholders. As a result, 
the company rebuilds its social trust and market position. The clients identify with the company and, consequently, 
the firm benefits from that. This is confirmed by a growing (year by year) number of clients of the company. Figure 
1 below presents the comparison of the number of customers visiting one of the  company physical showrooms in 
March 2013 and in March 2014.
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Fig. 1. The comparison of the number of clients visiting one of the company physical showrooms in March 2013 and in March 2014. 
On the basis of the data analyses indicated in Fig. 1, it is clearly noticeable that the analyzed company recorded a 
significant increase in the number of clients visiting one of the physical showrooms. The number of clients in March 
2014 was bigger by 3129, which amounts to an increase by 33.19% in the number of clients in March 2014,
compared to the number of clients in March 2013. Such a great success may indicate both the fact that the company, 
year by year, has been constantly developing in the field of the products it offers and the fact that the clients 
appreciate its achievements in the field of Corporate Social Responsibility. An increase by 3129 clients in the 
company amounts to the loss of these clients by other competitive showrooms. 
An increase in the number of clients also results in increases in takings in the showroom. Below, there is 
presented Figure 2, which indicates the comparison of the volume of takings in March 2013 and in March 2014 in 
one of the company physical showrooms.
As the data in Figure 2 indicate, the investigated company recorded significant increases in takings. In March 
2014 the monthly takings were bigger by 47637.96 PLN than takings of  March 2013, which amounts to an increase 
by 66.43% in March 2014, compared to March 2013. Such a significant increase in the volume of takings is caused
by an increase in the number of clients, presented above, as well as it can be a result of a considerable progress in 
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the development of the company. The company invests in machine parks, which provide an increase in the quality of 
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Fig. 2. The comparison of the volume of takings in one of the company physical showrooms in March 2013 and in March 2014. 
the produced goods, advertising, which stimulates trade and brings about a greater interest in the company on the 
side of clients and voluntarily donates and supports the development of young people and helps others to fight 
adversities and diseases. Such an attitude brings about that the company is remembered and selected by clients more 
often than profit-oriented competitors. Therefore, Corporate Social Responsibility can be considered as an 
investment increasing the value of the company, leading to the development of positive relationships with 
stakeholders and strengthening its competitive position. At the same time there is a possibility that the greatest 
benefits can be achieved by establishing the relationship with the environment and equating the company profit and 
the environment profit. The performance results could also have been influenced by other factors which are not 
related with CSR. Broader analysis of other indicators should be the continuation of above results of research.
At the same time, it should be underlined that Corporate Social Responsibility should not be regarded in the 
categories of public relations or advertising of the company. It is also unfounded to identify it with philanthropic 
activities. It is necessary to look at CSR in the company from the point of view of broadly understood economic and 
management sciences, whose objective is to build competitive advantage of the entity on the market. In the 
assumptions of the investigated company, CSR should be originated in the compliance with the law and consist in 
the implementation of additional voluntary practices, reaching further than statutory obligations, constant practices, 
long-term strategies, not single charities or other philanthropic activities. However, the opportunities in this field 
must be supported by the stable financial situation, which can be created by the listed growing number of clients and 
volume of takings of the company. 
Conclusions
The idea of Corporate Social Responsibility is a challenge which modern enterprises need to face. Companies, in 
the conditions of hypercompetition compete for clients whose expectations are dynamically increasing. The product 
itself is no longer sufficient for consumers, but Corporate Social Responsibility of a producer is equally important.
Therefore, nowadays, Corporate Social Responsibility is perceived as an investment increasing the value of the 
company, leading to the development of positive relationships and strengthening its competitive advantage. 
The analyzed company is not only orientated towards economic profits. It also cares about presenting the 
company from the perspective of an organization which is willing to invest and bear voluntary costs but, at the same 
time, help and support others. Simultaneously, the image of the company, which cares about the environment and 
provides support, improves in the eyes of clients. Corporate Social Responsibility of the company can be possibly
reflected in the results achieved by the firm. An increase in the number of clients by 3129, only over one month in 
the last two years, is a great success, which is reflected in the financial results. An increase in monthly takings in 
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March 2014 by more than 66%, compared to March 2013, is a satisfactory result which the company may be proud 
of. It is also worth mentioning that March is not a month of introducing new collections. Therefore, the results 
achieved by the company in subsequent months can be significantly higher.
The initiatives presented in the paper, undertaken by the selected company, among others, in the field of 
Corporate Social Responsibility, can influence the achievement of good financial results by them. The actions for 
the benefit of Corporate Social Responsibility are also reflected by numerous awards and distinctions, achieved by 
the company, in the categories of customer service and implementation of innovation. The conducted  analysis 
allows for the conclusion that enterprises paying attention not only to the achieved profits but also taking into 
consideration the CSR aspect have the possibility of achieving the leading and competitive position on the market. 
Summing up, it is possible to conclude that running a socially responsible business, we help not only others but also 
ourselves.  
The basic theoretical contribution of the paper is to indicate the essence of Corporate Social Responsibility, and 
then, to transfer the theoretical assumptions into the practical example reflecting the significance of initiatives of 
Corporate Social Responsibility developed by the selected company. 
In the paper, there is presented the practical example of the development of the concept of Corporate Social 
Responsibility in the selected company. The indicated specific initiatives in the field of  Corporate Social 
Responsibility, undertaken by the selected company, may bring about the orientation of similar enterprises towards 
the opportunities to approach the development of the CSR strategy by appropriate social progress, investment of the 
resources, time and skills to provide the society with benefits. The analysis of the impact of these initiatives on the 
results achieved by the company, its performance, may constitute an actual example of practical implication of the 
validity of the development of the concept of Corporate Social Responsibility in this company. The performance 
results could also have been influenced by other factors which are not related with CSR. Therefore further broader 
analysis of other indicators should be the extension of the results of research.
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